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Abstract 
 
We have created a theoretical single day youth basketball event to highlight and promote 
Danish basketball. Our event will take place in Copenhagen in July 2014. We have financed 
our event both from personal savings and sponsorship. Our event requires; facilities, design 
and manufacture of uniforms and promotional material, sales, personnel, including the 
players who will be the focus of the event. We have created a detailed plan that includes the 
marketing, planning, accounting and financing of the event.  
	  
	  
	  
	  
	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	   5	  
1 Marketing	  
1.1 Event	  introduction	  
We will be creating a one-day youth basketball all-star event that will take place in 
Copenhagen in the summer of 2014. Our event will be a single day event with the possibility 
to become an annual event. We will gather the most talented and promising young (under 21) 
Danish basketball players in the country. Our mission is to compile these players into two 
teams and host a game to display their talents to the public, while showcasing the current 
position of Danish basketball and improving awareness and interest in the sport within the 
country. There is a considerable market within the Danish population with strong interest in 
the sport of basketball; we believe an all star showcase game will receive a great deal of 
interest from the Danish sports community. 
 
Our event will be a spectator level event1. A portion of the event hall will be filled with 
players, coaches and their immediate family. We also believe that those interested in Danish 
basketball, and team ball sports will be interested in this event2. 
It is our expectation that the high interest of the general Danish public in cultural events 3, 
and the popularity of youth sports will induce connections with players and fans, allowing 
spectators an inside look into players and their clubs. The relatively new interest in Denmark 
for basketball also creates a situation where those interested in basketball look to the youth, 
as the sport has not had sufficient time to develop and spectators have not yet had time to 
create relationships with players and clubs.  
 
1.2 Marketing	  
To determine the specific construction of our event it is important to analyze the industry our 
event will exist in, as well as our target market, competition and competitive advantages. It is 
in our interest to determine both who are customers are, and predict what their expectations 
for an event like ours will be, allowing us to match or exceed expectations.  
There is criticism that marketers, the searching of markets, and the matching of expectations 
from similar competitive events do not allow room for innovation. 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  1	  Masterman G. Strategic Sports Event Management, Olympic Edition. Elsevier. 2009. P. 9	  
2 Team ball sports include basketball, football, American football, baseball, handball. 
3 Agerskov U, Bisgaard M.  Danish Statistical Yearbook. 2013. (online) 
Available. http://www.dst.dk/pukora/epub/upload/17957/sty2013.pdf  	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However, our use of marketing can be seen as a tool to help us: 
- In our decision to set prices, and determine demand for our event. 
- Explain our event and the potential reach of our event to our sponsors, and the local 
government. 
- Determine the best way to reach our potential audience and explain the benefits of our event 
over competitors4. 
By satisfying these competencies we can help ensure a unique and successful event that does 
not merely recreate similar events.  
1.3 Select	  industry	  
Our event falls into the entertainment industry, or more specifically the sports industry5. We 
can explore both the sport and entertainment industry to better understand the industry our 
event exists in.  According to the NAICS (North American Industry Classification System) 
the sports industry is comprised of Instructions, camps and schools for sports as well as non-
active participation in sporting events. 
“Camps, sports instruction Professional sports instructors (i.e., not participating in sporting 
events) Cheerleading instruction Riding instruction academies or schools Gymnastics 
instruction Sports (e.g., baseball, basketball, football, golf) instruction Martial arts 
instruction, camps or schools Swimming instruction” 6. 
Within the sports industry lays a large variety of competitors. From the NAICS listing we can 
see many of our potential competitors. There are of course key differences with the majority 
of our competition, many of these activities are small-scale activities done alone or with a 
small group of people rather than a large event with hundreds of participants. These activities 
are also not unique or annual but may take place several times a week. We can thus further 
classify our event as a team ball sport, spectator level event. This classification allows us to 
focus our attention to this industry. For this review will further break down this growing 
industry from the Danish and worldwide perspective.  
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
4 Bowdin G, Mcdonnell I, Allen J, O’toole W. Events Management. Elsevier butterworth-Heinemann. 2003. P. 114. 
5 Masterman G. Strategic Sports Event Management, Olympic Edition. Elsevier. 2009. P. 9. 
6 NAICS. North American Industry Classification System. 2007. (online) 
Available. http://www.naics.com/censusfiles/ND611620.HTM  
 http://www.evm.dk/resources/oem/static/publikationer/html/english/vaekst/strategy.pdf  	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1.3.1 Industry	  Growth	  	  
Looking at table 1 we can see that there has been growth of over 23% from 2006 to 2010 and 
projected growth through to 2015. The industry shrank overall in 2009 due to the financial 
crisis and is expected to shrink in 2011 and 2015. Despite this there is strong growth overall, 
the EMEA area (European Middle East Africa) is expected to grow 2.9% from 2011 to 2015.7 
Table 1 
 
We can also see in table 2, growth in the United States on personal expenditure on spectator 
sports. Despite the four major American sports seeing attendance levels drop off slightly or 
remain consistent from 2006 to 2011 the average ticket price has continued to climb for 3 of 
the 4 major sports. This shows ‘remarkable resilience and pricing power in the past, and 
appear poised to recover far faster than the economy overall.’8 
Table 2 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
7 PWC (Price Waterhouse Coopers). Changing the Game. Outlook for the Global Sports Market to 2015. 2011 (Online) 
Available.https://www.pwc.com/en_GX/gx/hospitality-leisure/pdf/changing-the-game-outlook-for-the-global-sports-market-to-2015.pdf  
8 WR Hambrecht and CO. The U.S. Profeesional Sports Market and Franchise value report. 2012. (online) 
Available.http://www.wrhambrecht.com/wpcontent/uploads/2013/09/SportsMarketReport_2012.pdf  
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The four major American sports have all experienced increased revenues. This revenue 
growth coincides with consistent growth in all five major football leagues in Europe are 
worth over a billion euros, in the 96-97 season none of them were9. 
1.3.2 Viewership,	  merchandise	  and	  ticket	  sales	  	  
This growth is in part due to increasing ticket revenues and merchandise sales. Gate revenue 
growth, mirrors the growth of the industry year over year. Danish football attendance for the 
Superliga has stayed relatively consistent since 2002 after doubling between the 1991-2001 
season. In the EMEA region gate revenues are the largest source of revenue for the sports 
industry.  
The premier league has also seen similar growth in attendance of matches with steadily rising 
ticket prices, similar to what we see in the American professional sports leagues.  
Merchandise also plays a part in this growth with revenues rising alongside the industry as a 
whole. However, the drop off from the financial crisis in 2009 had a very large effect causing 
a 17 percent drop off in revenues. Merchandising can then be seen as a secondary or luxury 
good that is often forfeited instead of not attending a match.  
Revenues from broadcasting rights have also seen a huge growth since 2006. The NFL has 
seen consistent growth in broadcasting rights with the NFL leading the way having secured a 
9 year 5.18 billion USD deal.  The Danish Superliga currently has a 210 million USD dollar 
deal10. 
1.3.3 Sponsorship	  
The growth of the sports industry is a multi faceted phenomenon, helped to a large degree by 
sponsorship.  Sponsorship revenue has grown year over year with a small decline in 2009 and 
another projected small decline in 2015, as seen in table 3. In the EMEA area there is 
expected to be a 5.3% increase in sponsorship revenue for 2011-2015. In the EMEA as well 
as North America, sponsorship is the fastest growing segment of the sports industry. 
Sponsorship has become an integral part of major sporting events and the major personalities 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
9 Wilson B. Premier League Wages keep on rising. 2011 (online) 
Available.   http://www.bbc.co.uk/news/business-13679632  	  
10World Football. Denmark Superliga attendance. 2013. (online) 
Available. http://www.worldfootball.net/attendance/den-sas-ligaen-2010-2011/1/ 
BBC Sport. Premier League Stadiums and Attendances. 2009. (online) 
Available.http://news.bbc.co.uk/sport2/hi/football/europe/7903405.stm  
Szymanski S. Socernomics. Attendance and Prices in the Premier League and Bundesliga. 2013. (online) 
Available. http://www.soccernomics-agency.com/?p=295  
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of the sport industry and major brands and peripherals are deeply intertwined with the 
industry. This has created a situation where: 
“Sponsorship is moving out of its once isolated silo and become a core part of the 
mainstream marketing conversation”11. 
Table 3 
 
 
1.3.4 Commune	  Support	  
The Danish state also lends financial support to sports development in Denmark. They do not 
fund individual clubs and teams but promote the development of sports through grants and 
community development. They create funds by collecting revenue through the lottery and 
sports betting houses.  
“Danish Sports Confederation and Olympic Committee (DIF) received DKK 261 million in 
2006, Danish Gymnastics and Sports Associations (DGI) DKK 238 million, the Danish 
Federation of Company Sports (DFIF) DKK 35 million, Team Denmark DKK 79 million, the 
Danish Foundation for Culture and Sports Facilities DKK 74 million, and the Fund to 
Finance Horse Racing DKK 85 million”12. 
1.3.5 Conclusion	  
Worldwide growth in the sports industry puts our event in a promising environment. The 
analysis above looks mostly at large sports leagues and businesses that are not directly 
competitive with our event. That being said, the fact that there is steady consumer interest 
and revenue growth in all major aspects of the revenue creating industries (ticket sales, 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  11	  Brand	  meets	  Brand.	  Sponosrship	  data	  and	  Statistics.	  Umbers	  looking	  good.	  2013	  (online)	  Available.	  	  http://www.brandmeetsbrand.com/sponsorship-news/sponsorship-data-statistics-numbers-looking-good/  	  
12 Ministry of Culture Denmark. Financial Support. 2013. (Online) 
Available.  http://kum.dk/english/Policyareas/Sport/Financial-support/  
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broadcast rights, merchandise, sponsorship) leads us to believe this is a healthy industry to 
enter. 
Our event will not be able to take advantage of all of this growth as our ability to sell 
merchandise and concession items, as well as broadcasting our event will not be possible in 
the first year. However, we will earn revenue from ticket sales and will use sponsorship and 
Danish grants to our financial advantage to reduce risk, lower our personal liability, and 
increase profits.  
With any well established industry there are several existing entrants that act as competition. 
Despite low barriers of entry into the single day sport event industry market we have to be 
aware and respectful of strong competition1314. 
 
1.4 Competitors	  
The most apparent competitor we face would be from other team ball sport spectator events. 
Soccer, handball and other basketball games are all major competitors more closely related 
then individual activities, or non-spectator activities like participation in sport clubs and 
fitness training/classes. To determine how we can match or exceed consumer expectations we 
feel it is relevant to focus solely on those activities that are in direct competition with our 
event15. 
This means that our main competition is with football, handball and basketball. All of these 
sports have large sport organizations with many teams, large sponsorship deals and massive 
marketing campaigns. The barrier of entry into the single day sporting event market is low, 
however the barriers to entry into the competitive team sport event market are massive. This 
is due to: 
- Cost advantages. 
- Economies of scale. 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
13 Cashian P. Economics, Strategy and the Firm. Palgrave Macmillan. 2007. P. 82. 
14 Zygband P. Collingnon H. The sports market. Ideas and Insights. AT Kearney. 2012. (online) 
Available. http://www.atkearney.com/paper/-/asset_publisher/dVxv4Hz2h8bS/content/the-sports-market/10192  
Business Wire. Research and Markets. Worldwide Spectator Sports Industry Report. 2011. (online) 
Available. http://www.businesswire.com/news/home/20110202005724/en/Research-Markets-2011-Worldwide-
Spectator-Sports-Industry  
 
http://www.businesswire.com/news/home/20110202005724/en/Research-Markets-2011-Worldwide-Spectator-
Sports-Industry  	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- Discretionary expenditure. 
We are however, not in competition with the entire sports league. Our competition lies in a 
single match. We will therefore consider what our competitive advantages over our 
competitors to determine our unique selling point(s). 
1.4.1 Competitive	  advantages	  
Our advantage over our competitors lies within the following areas: 
1.4.1.1 Price	  
The average price for a ticket to a team ball sport competition ranges from 50kr for a 
basketball game in the highest league, to 140kr for a football ticket to a matchup in the 1st 
league (below the top league). We will set our price at 50kr to match the minimum price that 
a consumer can expect to pay for a team ball sport competition event. The fact that our event 
is not an ordinary regular season game, but a unique event showcasing the rising youth of the 
sport creates an ideal situation for our users, where we are able to offer a fair value compared 
to our competitors. Price will be discussed more in detail later. 
One of the main reasons we are able to set our price so low is that we have a wide variety of 
sponsors.  
1.4.1.2 Sponsors	  
The growth of the sports industry in Denmark and throughout Europe has created a large sub 
industry involving sports apparel, nutrition and lifestyle. This is a growing industry that 
thrives off of maintaining an image closely related to sporting events and sports personalities. 
As well, the Danish industries desire to create connections with events through cooperative 
sponsorship helps our position to create relationships and fund our event.  
The Copenhagen commune can also be seen in a similar light as our other sponsors. Despite 
not being a traditional sponsor, they have a desire and the financial ability to help fund our 
event in hopes of promoting cultural activities, healthy lifestyles and participation in sports 
through their sport event grant program. 
1.4.1.3 Time	  of	  year	  
Football and handball eclipse basketball as the most popular sport by a large margin in 
Denmark, it is not realistic to think that we can properly compete with them or convince 
spectators of these sports to switch to our event. Although we believe many individuals 
interested in football and handball are also interested in basketball we have decided to hold 
our event during the summer. This allows us not to compete with our main competitors 
directly as their leagues have not started up yet. As well, many of the higher profile and most 
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talented individuals play basketball overseas and throughout Europe. These younger 
individuals often return to Denmark over summer to be with their families. Therefore the 
summer awards us the opportunity to hold our event with the most talented players in the 
country.  
1.4.1.4 Youth	  
We will also be showcasing youth talent. The collection of players that we will assemble 
cannot be seen in any club or anywhere else. You would need to travel the world to see this 
particular collection of individuals. It also rewards the attendees the opportunity to see in 
person the players who will be talked about in years to come, awarding an intimate and 
thorough view into Danish basketball.  
Our competitive advantages pay respect to our competitors without swaying from the 
intended goal we have for our event. By avoiding our main competitors and maintaining a 
low price point with help from sponsorship we put our event in a position where it is likely to 
succeed. Our unique event can be seen as us differentiating from our competition, as well, 
our ability to choose the date of our event to avoid competition as a type of strategy that lends 
itself to the positioning school16. The low cost of our differentiation, and our focused 
segmentation gives us a competitive advantage and a strong strategy from which decisions 
can be made.  
1.5 Target	  Market	  
Our target market is comprised of individuals likely to participate in our event. We will 
explore key demographics of the Copenhagen area, the age and frequency of sports club 
membership, as well as all individuals interested in team ball sports, and examine occupation 
and incomes possible effect on consumption.   
1.5.1 Active	  participation	  
Looking at active participation in sports clubs we can see that basketball ranks very low 
compared to other sports. It is the 15th most popular sport for youths17. It is more popular 
with boys than girls and more popular among 13-15 year olds than other age groups. For 
adults and young adults basketball ranks as the 21st most popular sport with only the age 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
16 Mintzberg H, Ahlstrand B, Lampel J. Strategy Safari, your complete guide through the wilds of strategic management. Prentice hall, 
 Financial Times. 2009. P.85-124.
17 Laub Buch T. Sports Particiaption in Denmark. Danish Institute for Sports Studies. 2011.  
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groups between 16 and 29 participating in it with any noticeable frequency18. This 
illuminates the newness of the sport in Denmark.  
This survey was released in 2010 with information coming from 2009 and before. As we 
enter 2014 basketball has grown in Denmark, there are 14 divisions in Denmark and seven 
clubs in the inner Copenhagen area. Unfortunately we were not able to discover exactly what 
this survey would look like if it were done today, we can estimate that basketball while still 
being much less popular than other team ball sports is growing in popularity, especially with 
the under 34 age segment. This year for the first year since CBS sport began in 2004, 
basketball became the second largest sport behind football. There are currently three male 
teams and one female team.  
1.5.2 NBA	  and	  European	  football	  age	  groups	  
In the United States basketball is a major sport that with a large fan base. The NBA (National 
Basketball Association) is one of the four major American professional sports that has rising 
revenues year over year.  
NBA fans are spread evenly through the 18 to 50 plus age groups with a median age of 36 
years old. They are more likely to be male, married, college graduates and earning around 
20,000 more per year than the average American household. 19 
Looking at European football we can see that it is younger men, aged 18 to 34.  
Younger people are more likely to participate in sports clubs which partly explains why there 
are more young people participating in basketball sports clubs in Denmark, as we are not able 
to determine the age groups of those who watch the Danish basketball league on DK4 or 
attend matches, therefore we cannot directly compare these individuals with those who are 
fans of the NBA. The lower age of football fans however does indicate that perhaps in 
Europe, those interested in major sports are more likely to be under 34. Regardless of the age 
of our likely event attendee, we can say that they are likely male, and between the ages of 13-
50 most likely in the 18-44 age group20 21. 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  18	  Laub Buch T. Sports Particiaption in Denmark. Danish Institute for Sports Studies. 2011.	  
19Sports Business Daily.  Fan Demographics Among Major North American Sports Leagues. 2013. (online) 
Available. http://www.sportsbusinessdaily.com/Daily/Issues/2010/06/Issue-185/The-Back-Of-The-Book/Fan-Demographics-Among-Major-
North-American-Sports-Leagues.aspx	  	  
20 IBID  
21 European Union, Office of Communications. Remier League Football.Research into viewing trends, stadium attendance, fans’ preferences 
and behaviour, and the commercial market. 2004. (online)Available. 
http://ec.europa.eu/competition/antitrust/cases/dec_docs/38173/38173_104_7.pdf  
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1.5.3 Demographics	  of	  Copenhagen	  and	  Nørrebro	  
Our event will take place in one of the main urban areas of Copenhagen where there are 
several major sports clubs in the area. As well, there are several street courts, which are 
populated with basketball players and fans in the summer. Looking at table 5 we can see 
there is a large group of 20-29 and 30-39 year olds in the area. There is a fairly small amount 
of those aged 10-19, however we predict our target age group is mostly older than this. 
Table 5 22 
 
Table 6 shows that in all of Copenhagen we can see there are 148.065 men aged 13-34 and 
97.732 men aged 18-34. The entire area of Copenhagen should be considered as a target as 
our central event location is easily accessible for anyone from the greater Copenhagen area. 
We will focus advertising in the immediate area and expect to have a large number of drop 
ins on the event day from the local area. That is why we have paid special attention to its 
demographics to ensure it aligns with our target market23. 
 
 
 
 
 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
22 Københavns Kommune. Statistik om København. 2013. (online) 
Available.  http://www.kk.dk/da/om-kommunen/fakta-og-statistik/statistik-og-historie	  	  23	  Sports Business Daily.  Fan Demographics Among Major North American Sports Leagues. 2013. (online) 
Available. http://www.sportsbusinessdaily.com/Daily/Issues/2010/06/Issue-185/The-Back-Of-The-Book/Fan-Demographics-Among-Major-
North-American-Sports-Leagues.aspx 	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Table 6 24 
 
1.5.4 Attendants	  
We will now explore the average attendance for team ball sports games in Denmark. 
We can see in table 7 the average attendance for football, handball, and basketball games. 
Again these are regular season games not annual events. Football and handball all average 
attendances of over 1000 people per game. Basketball averages 500 people per game for the 
2010/2011 season up 33% from 2006/2007, this puts basketballs top league above the first 
division in handball for the last three years. The basketball league in Denmark has been 
putting on an all star game for those playing in basketballs top league, it is open to all ages 
and over the last eight years has averaged 687 people per event, with a high of 950 in 2006 
and a low of 400 in 201225. With our location in Copenhagen, a low price point and a solid 
marketing campaign we believe we will be able to sell a minimum of 500 tickets and will 
attempt to sell out our arena which seats 800 people.  
Table 7 
Average attendances per match 2006/2007 
 
 
 
2007/2008 2008/2009 2009/2010 2010/2011 
Football 1st division 1675 1349 1219 1310 1484 
Handball league men 1192 1416 1369 1286 2018 
Handball first division 377 433 410 462 401 
Basketball League men 360 430 468 515 501 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
24 Københavns Kommune. Statistik om København. 2013. (online) 
Available.  
http://sgv2.kk.dk:9704/analytics/saw.dll?PortalPages&PortalPath=%2fshared%2fStatistik%20Rapporter%2f_portal%2fBefolkning&Page=
Hovedside%20Befolkning&Done=PortalPages%26PortalPath%3d%252fshared%252fStatistik%2520Rapporter%252f_portal%252fStatistik
banken%26Page%3dForside%26ViewState%3dd888sh1qu555m3943lh108tiie	   
25 Canaldigitalligaen. All Star Historie. 2013. (online) 
Available: http://www.canaldigitalligaen.dk/da/top/all-star/historie/	  
Men Women Total  
Age 13-44 Age 13-44 Age 13-44  
148.065 157.503 305.568  
Age 18-34 Age 18-34 Age 18-34  
97.732 105.751 203.483  
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1.5.5 Income	  and	  occupation	  
We can in table 8 see that the most money spent on recreation, travel, and entertainment is 
the lower mid, and upper level employees, as well as self employed. Those in education 
spend nearly half as much as the other mentioned segments. 
Danes are over 28 years old on average when they complete their masters degree and over 25 
when they complete a bachelors, and begin to look for part, or full time work. We can then 
postulate that those with disposable income, who are more likely to attend events, are 
between the ages of 25 and 34. This clashes with the average age of those interested in 
basketball in Denmark. However, our low price point compensates for this by setting a price 
that is easily affordable for any income group26. 
Considering our key demographic we can see that the average Danish household earning 
under 150.000Kr per year spends over 18.000 on recreation entertainment and travel. Broken 
down by type of employment we can see per household Income. Spending on recreation, 
entertainment and travel, per year and month27.  
Table 8 
Self 
employee 
Upper level 
employee 
Mid level 
employee 
Entry level 
employee 
Unemployed Not economically 
active 
Receiving 
Education 
 
490000 835.000 624.000 484.000 295.000 56.000 36.000 
44000 45.000 40.000 33.000 22.000 21.000 17.000 
3666 3.750 3.333 2.750 1.833 1.750 1.416 
 
1.5.6 Target	  market	  conclusion	  	  
If we re-explore our demographics we can determine that our average customer lives within 
the greater Copenhagen area. Is likely between 13-34 with a secondary segmentation from 18 
to age 44. Knowing the age that Danes enter the workforce (25-28) we can say with 
confidence that our average consumer is 13-34, in an entry or mid level position or receiving 
education or unemployed. These individuals earn between 36.000 – 624.000 Kr per year 
spending on average per month anywhere from 1416 – 3333 Kr. This puts our price of 50kr 
per ticket well within our target markets price point. Even imagining some of the older 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  26	  European Union, Office of Communications. Remier League Football.Research into viewing trends, stadium attendance, fans’ preferences 
and behaviour, and the commercial market. 2004. (online)Available. 
http://ec.europa.eu/competition/antitrust/cases/dec_docs/38173/38173_104_7.pdf  	  
27 . Agerskov U, Bisgaard M.  Danish Statistical Yearbook. 2013. (online) 
Available. http://www.dst.dk/pukora/epub/upload/17957/sty2013.pdf  
 
	   17	  
attendees who may bring young children and or a partner, we believe they will be able to 
afford to bring the average family in Denmark (2.1 people)28. 
We feel a price point closer to that of a football game of 100kr or more would exceed certain 
consumers price limit, mainly students with just over 1400kr to spend on entertainment 
recreation and travel, this will lower attendance to a point that only those with a strong 
connection to basketball in Denmark may attend, it may even sway those with only an 
interest in the NBA to not attend.  
A price point of 50kr is easily affordable to marginal attendees and will conceivably help us 
fill the stadium and accomplish our goal to both promote Danish basketball as well as earn 
more ticket revenue.   
     
1.6 SWOT	  
Next we will perform a SWOT analysis. 
Strengths 
- Price. 
- Differentiation. 
- Advertising with social media. 
- Knowledge of Danish basketball.  
 
Weaknesses 
- Lack of popularity of basketball. 
 
Opportunities 
- Growing popularity. 
- Sponsorship. 
- Danes desire to attend cultural activities. 
 
 
Threats 
- Unknown demand in summer. 
 
  
 
1.6.1 STRENGTHS	  
Our event has many strengths, some of which were discussed in the competitive advantages 
section. These include: 
1.6.1.1 Price	  
Our event is equal to, or cheaper than our competition, our low price will hopefully increase 
demand which has allowed us to rent a facility that would nearly match the most attended 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
28 OECD. Five Family Facts. 2013. (online)  
Available. http://www.oecd.org/els/soc/47710686.pdf  
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adult all star game from 2006, and would be a 30% increase in attendance over a normal 
regular season basketball league match.  
1.6.1.2 Sponsorship	  
There is a large variety of sports related product and service businesses that market to our 
segment, we have partnered up with some of these organizations in a symbiotic relationship. 
Our event helps them advertise to our unique, yet growing market segment, and their 
financial help allows us to attract more customers, and create greater financial returns for the 
personal capital we have invested. Our event represents the kind of image that these 
businesses attempt to portray through their own advertising campaigns. We also expect to 
receive a grant from the Danish commune to help pay for the event facility. The Copenhagen 
commune through the act on youth and adult education has the “purpose of ensuring 
municipal aid to leisure time education and activities such as local sports”29. 
1.6.1.3 Differentiation	  
As a single day small event we are able to have a strong focus on youth basketball and its 
promising future. As well, we are able to manipulate the timing of our event, to avoid 
competition with our main competitors. We are also able to rent a facility with an excellent 
location that is not always available; again, this is due to our events ability to manipulate time 
and location factors to our advantage. 
1.6.1.4 Personal	  affiliation	  with	  sports	  clubs	  
Perhaps our main strength is our knowledge and relationship within the basketball 
community. We both play for different sports clubs and have for several years. This has 
awarded us an in-depth look into the sports environment in Denmark. As well, we were able 
to talk to people involved with our respective sports clubs to gain insight and information on 
hosting an event, and find relevant sponsors.  
1.6.1.5 Conclusion	  	  
Our event is able to position itself in a desirable fashion due to it being a smaller single day 
event, our sponsors have allowed us a relatively risk free event with a low personal price for 
entry. Our own personal relationship with the basketball community puts us in a desirable 
position with a strong network for support and information.   
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
29 Mortensen A.  Produced by the National Olympic Committee and Sports Confederation of Denmark.  2013. (online). 
Available.http://webcache.googleusercontent.com/search?q=cache:zUTLa3Tydt8J:denmark.dk/en/lifestyle/sport/+&cd=2&hl=en&ct=clnk
&client=safari  	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1.6.2 Weaknesses	  
Despite the growing popularity of basketball in Denmark, it is still not recognizable as part of 
Danish culture or Danish sports in general. Our promotion activities will have to target those 
interested in basketball and team ball sports. We do not believe that this event caters to a 
large majority of the population or even a majority of those interested in sports, because of 
this we are forced to choose a relatively (compared to other sporting event halls) small venue 
with a total number of seats at 800. This limits the amount we can earn on tickets, however it 
is our estimation that we can sell at most 800 tickets, which would make our event the most 
popular basketball all star event since 2006. Therefore 800 tickets and a sold out venue is 
ideal for our event.  
We can also see that basketball tickets are cheaper than football and handball tickets, which 
reflects the demand for basketball in Denmark. At 50kr for a regular season game we are 
again limited in the amount of money we can make for the event.  
1.6.3 Opportunities	  
We feel that the growing popularity of basketball in Denmark, the uniqueness of our event 
idea and the Danish populations amount of disposable income and desire to participate in 
cultural events creates a great opportunity for our event to promote Danish basketball.  
The high rate of sponsorship from sports brands, sports clubs, large organizations, and the 
commune creates a situation where we can hold our event without the need for a large 
amount of financing. As our desire is to both earn a profit and promote basketball in 
Denmark, it is not necessary that we have a large promotion campaign and hire a large 
stadium for our first year. This event will create a framework for future years and future 
profits.  
1.6.3.1 Cultural	  Attendance	  
It should also be noted that the Danish populations has a higher than average cultural 
attendance, and feelings that cultural events improve life quality30. This, coupled with a 
healthy amount of disposable income and income spent on entertainment can be seen to 
indirectly help our event. Although there are a wide variety of choices for entertainment, our 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
30 Brook, O., International comparisons of public engagement in culture and sport, 2011. (Online) 
Available: 
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/77843/Int_comparisons_public_p	  articipation_in_culture_and_sport-Aug2011.pdf
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event, if seen as a unique look into a growing part of Danish culture could benefit from 
Danes desire to participate in cultural events.  
1.6.3.2 The	  growing	  popularity	  of	  basketball	  in	  Denmark	  	  
Looking at basketball league attendance we can see that attendance has grown. We can 
further review the growing popularity of the sport by exploring the NBA on Danish television 
as well as popular Danish websites devoted to basketball. We will start by exploring the NBA 
on DK4 television channel. In 2007 DK4 started showing NBA games, once a week on 
Sunday. Recently the state run media channel in Denmark called DR has picked up 40 NBA 
basketball games, starting in November 2013. They believe that the “quick and dynamic” 
style of the sport will be popular with the young demographic interested in DR sports31. 
DR sports has a Facebook page with 9,842 likes and DK4, which is a leader in sports on 
Danish television, has a Facebook page with 16.479 likes.  
Fullcourt.dk is a basketball website that compiles highlights interviews stats and analysis for 
the Danish basketball league, as well as the NBA, American College, Professional European 
leagues, and International/Olympic basketball. This website, starting in 2009 now has a 
Facebook page with 1562 likes.  
Basketnation.dk is a Danish website with news articles and highlights only related to the 
Danish basketball league. They have a Facebook page with 2057 likes, which is rather 
impressive in the summer of 2013. There is also a new website and Facebook page called the 
slamdunk network that has just started in Denmark in April 2013.  
We believe that there is a great opportunity for this event, as we are at the beginning of a 
basketball popularity boom in Denmark. We have realistic expectations and through 
sponsorship are able to host a financially profitable event with minimal risk to ourselves, that 
has potential to both be successful this year, but could become a yearly event that grows in 
size and profitability32.  
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
31 Dohrmann J. DR.DK. DR3 Vil Vise Masser af NBA Basketball. 2013. (online) 
Available. http://www.dr.dk/Om_DR/Nyt+fra+DR/artikler/2013/11/222511.htm  
32 These basketball websites, and pages can be through the following links.    
DK4 sports. 
https://www.facebook.com/basketballpaadk4  
Full Court fan site.  
http://www.fullcourt.dk/fullcourt/om-fullcourt/  
Full Court Facebook page. 
https://www.facebook.com/Fullcourt.dk?fref=ts  
Basketball nation fan site.  
http://basketnation.dk/category/nyheder/basketligaen/  
Basketball nation facebook page. 
https://www.facebook.com/BasketNation?fref=ts  	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1.6.4 Threats	  
As our event is planned for the summer, we will avoid competing directly with our main 
competitors, namely handball and football. However it is also conceivable that ticket sales 
struggle since our event takes place in the middle of the summer vacation, and we cannot 
earn enough revenue to make a profit. We do though imagine we can sell at least the 500 
tickets that is normal for a regular season basketball game,  
Another threat is our targeted players are unavailable or unwilling to participate in our event, 
which could lead to us having to cancel the event. 
Finally our reliance on sponsors and the commune, could lead to us having to refinance and 
possibly cancel the event.  
In terms of our marketing our short period of time for the project, and small scale marketing 
without use of television and newspaper advertisement could lead to a lack of awareness 
about our event, which ultimately will lead to a low amount of sold tickets.  
 
1.7 Marketing	  Mix	  
1.7.1 Product	  
We are creating a single day all star basketball game, our event is a spectator level event that 
will feature the most promising young basketball players in Denmark. This event is an 
entertainment event with the main focus of displaying rising talent of the Danish youth, 
promoting basketball as a sport in Denmark and allowing attendees a encompassing view into 
the future of the sport. We believe all major basketball clubs will want to participate in this 
event to promote basketball and their individual sports clubs.  
This event has 5 levels: 
- The core benefit. 
- The basic product. 
- The expected product. 
- The augmented product. 
- The potential product.33 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  33	  Hundekar, S.G., Principles of Marketing, Himalaya publishing, 2010, p10. 	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The event will consist of a full length game between the two teams, half time entertainment 
and an announcer to provide information to the attendees. We will have a game program with 
player and team information as well as advertisements from sports clubs, sponsors and 
basketball websites and facilities.  
Food and beverage sales will be handled by the facility.  
We believe customer expectations will likely be based on past experiences with live team ball 
sport events. In that regard our event should exceed expectations due to a unique experience 
as a showcase of Danish talent. Our event may not necessarily feature the best talent in all of 
Denmark due to the age restriction, however as a showcase for youth, the match will be 
unique and exciting, as much if not more so than a regular season match.  
It is our ultimate goal to have a successful event and satisfy sponsor needs in hope that this 
can become a yearly event. In the future, more sponsorship, a larger promotion campaign and 
a larger event hall could potentially expand exposure and revenue. We have talked with TV4 
who show NBA basketball every week and they expressed interest in the idea. At this point 
however, we would need to show our event could be successful on a smaller scale before they 
would be interested to advertise and televise the game.  
1.7.2 Price	  	  
Our price point is the lowest price point discovered from our closest competitors. As 
mentioned above, we have several strengths in our product, that allow us to match or exceed 
expectations, our low price point can then be seen as an attempt to raise demand. Due to the 
limited popularity of basketball as a sport, and our limited resources to market our event, we 
feel that a low price point will induce consumption in those who are not early adopters of this 
event. That is to say, fans of basketball and those closely affiliated with basketball sports 
clubs will likely be early adopters of this event, to them 50kr is a small price to pay for such 
an event. However, as we will be advertising in the local area where the event takes place, we 
imagine a low price point may convince people to drop in on the event and purchase a ticket 
at the door.  
We have not differentiated between adults and children. We believe parents bringing young 
children will likely pay more than 50kr however, we believe a large majority of our attendees 
will be in their twenties, these adults with a lower income than those 28 and above who are 
more likely to have children will be deterred by a price point higher than 50kr.  
Although we are avoiding our competition in the sports entertainment market by holding our 
event in the summer we still feel that we need a low price point to induce consumption. We 
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do not feel that there are many other alternative goods to our product, as we do not consider 
our event solely as existing in the entertainment industry, which has a large host of 
alternatives. Our strategy can then be seen as price competition, the fact that we are able to 
have a unique event that is the same price as a regular season match in the basketball league, 
and cheaper than comparable team ball sport events, means that we are able to offer a unique 
experience for a very competitive price, this is only possible due to sponsorship34. 
It should also be noted that we are able to charge such a low price as we do not have to pay 
players. Many of the players who will participate in our event are not allowed to receive 
payment from playing basketball as it is against the rules of American colleges where many 
of them play. Also many of the individuals participating will play for the exposure as coaches 
from basketball clubs and perhaps European talent scouts will likely be in attendance.  
1.7.3 Place	  	  
Our event will take place in Nørrebrohallen just north of the Copenhagen city center. This is 
a cheap facility that provides food and beverage facilities and excellent transportation options 
from all around Copenhagen. It is an 800-seat gym. The advantages of this gym are the size, 
(it is the perfect size for our event), it comes with facilities for everything, it is cheap, it has 
great transportation options, it is an urban area where basketball is popular, there are many 
sports and basketball clubs in the area. 
The only negative for this facility is that we cannot sell our own food and beverages. They 
have their own prioritized facilities. This could have been a relatively risk free way to earn 
extra revenue, however, due to the low price and central location, and popularity of 
basketball in the area of the facility we feel it is worth losing that extra revenue. In the future 
we would consider changing venues to somewhere where we could earn more revenue, or 
perhaps if we have a successful event we could be in a position to bargain for a percentage of 
concession stand sales.  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
34 Bowdin G, Mcdonnell I, Allen J, O’toole W. Event Management. Elsevier Butterworth-Heinemann. 2003. P. 135-138. 	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Nørrebrohallen can be accessed by public transportation through the s-train or 5A bus. This picture shows the 
facilities. Additional bleachers can be set up.  
1.7.4 Promotion	  
Promotion will involve fliers to be handed out, and posted at various locations. We will also 
email those involved with basketball clubs, as well as social media advertising. 
Due to the relative lack of popularity of basketball in Denmark we will attempt to find those 
with some connection to the game and promote the game to them. We will do this by 
contacting sports clubs with basketball teams, both male and female and try to involve them 
from the beginning. We will also promote through fliers at popular basketball courts, both 
indoor and outdoor. Namely; Street Mekka, an indoor basketball pickup court, around gyms 
where basketball is played and at sports centers like Frederiksberg hallerne. We will also 
promote the event on Facebook, Twitter, and other basketball related social media sites in 
Denmark. We also hope to get local newspaper coverage to help with promotion especially to 
the older generation who are less likely to browse social media. We do not expect those 
interested in team ball sports like football and handball to be large consumers of this event, 
however, they will still be marketed towards as part of those interested in team ball sports and 
active, healthy lifestyles.  
1.7.5 Conclusion	  
Our close relationship with the basketball community in Denmark provides us with the 
knowledge to promote our event, and find players through relationships with basketball clubs 
in Denmark. The location and price of our event have been created to increase demand for the 
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event, in hopes to create a successful event that will be repeated the following year. We 
believe we have the right product in the right place at the right time, for the right price35. 
 
1.8 Sponsorship	  proposal	  
As mentioned before, sponsorship plays a vital role in our event. Without sponsorship the 
cost of the event to us would be to great for us to earn any meaningful profit. We would be 
forced to charge more per ticket and risk decreasing demand. Before we discuss who our 
sponsors are and our negotiations with them, we will explore what we expect from our 
sponsors and what our sponsors can expect from us. By doing this we can be sure to align 
expectations from both parties and choose sponsors whose goals match those of our event.  
1.8.1 Promotional	  medium	  
Naming rights on banners, posters, uniforms and advertisements in the program.  
1.8.2 Publicity	  
We will advertise through social media, and basketball lifestyle websites based in Denmark, 
as well as with flyers around the city with a focus on street ball courts and urban gathering 
points. As this event is in the summer a campaign that starts in the summer will be able to 
reach people who spend a great deal of time outdoors.   
We will also send E-mails directly to clubs and players involved in basketball and other team 
ball sports. We will also contact the local newspaper to attempt to get a small story about the 
event written.  
1.8.3 Networking	  
Our event will create opportunities for those interested in basketball and Danish sports to 
meet. It will be an ideal place for sports clubs in the Copenhagen area to promote themselves 
and potentially gain new members.  
1.8.4 Product	  sales	  or	  demonstrations	  
There is the opportunity to set up small booths where organizations can promote and 
demonstrate products as well talk directly with consumers.  
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
35 Mind Tolls. The Marketing Mix and four P’s. 2013 (online) 
Available. http://www.mindtools.com/pages/article/newSTR_94.htm  	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1.9 Identifying	  potential	  sponsors	  -­‐	  CEDAR	  EEE36	  
CEDER EEE is an acronym. It stands for Customer audience, Exposure potential, 
Distribution channel audience, Advantage over competitors, Resource investment 
involvement required, Event characteristics, Event organization reputation, entertainment and 
hospitality opportunities. We will explore these fields.  
In this section we also continue our sponsorship proposal by looking in depth into not only 
what we can offer in terms of networking, publicity and promotion but exploring who will be 
reached how they will be reached and why sponsors should use and trust our event to reach 
these individuals.  
1.9.1 Customer	  audience	  
- 13-44 year olds who are, part or full time employed, or in school. Despite those in school 
having relatively little disposable income we feel that our price point is in anyone’s budget.  
 - Those interested in basketball and team ball sports in general. 
- Those interested in sports, fitness, and an active lifestyle.  
1.9.2 Exposure	  potential	  
- Our exposure potential is small with roughly 800 live viewers, in a single day event. We do 
have a narrow target market so our sponsors can be sure that they are hitting the market they 
desire.  
- It will not be possible to sell products at our event as the event hall does not allow it. 
However representatives are welcome to attend the event to promote their brands.  
1.9.3 Distribution	  channel	  	  
- Sponsors will be able to advertise through our game program, fliers and tickets. As well, 
their name and logo will be on the uniforms and banners throughout the stadium.   
1.9.4 Advantage	  over	  competitors	  
- Our advantage over our competitors is that we have created an event that caters 
directly to those with a connection to the game of basketball. In our key demographic, 
our sponsors can be sure that they will reach basketball fans and team ball sports fans.  
– Our event takes place in the summer while our main competitors are not active. This gives 
us the ideal time to extend promotion for our companies. 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
36 Bowdin G, Mcdonnell I, Allen J, O’toole W. Event Management. Elsevier butterworth-Heinemann. 2003. P. 157. 	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- Also as we have a completely new and unique idea it is in the interest of these sponsors to 
join in this event from the beginning, in hopes that it becomes an annual event. Early 
adopters of our event will notice sponsor involvement. 
1.9.5 Resource	  investment	  involvement	  required	  
- We do not require large investments from our sponsors. For the most part we will be 
expecting small amounts of capital and, or products to be used during the event. I.E. sports 
uniforms, team refreshments etc.  
1.9.6 Events	  characteristics	  
- The event is a small community event that will interest sports fans and those who live in the 
greater Copenhagen area.  
1.9.7 Event	  organization	  reputation	  
- As this is our first year organizing this event we do not have a reputation yet, this event is 
our opportunity to create a reputation for ourselves and our event. It is therefore important 
that we work with sponsors who exhibit the ideals we wish to exemplify. 
1.9.8 Entertainment	  and	  hospitality	  opportunities	  
- We have opportunities for sponsors to set up booths to market and sell products directly to 
consumers. This can be used by both sports clubs looking to advertise to new members, as 
well as merchandisers looking to explain and promote products directly to consumers.  
1.10 Sponsors	  
Our event creates a great opportunity for sponsorship deals with local and sports businesses. 
Our key demographic is ideal for various sports apparel, food, active lifestyle and other 
organizations to promote their businesses in, as well the clubs who have players are attending 
the event will also promote their clubs during the event. We have been in contact with the 
following organizations about sponsorship deals.  
1.10.1 Sportsmate	  
Sportsmate is a sport apparel store located in Copenhagen. They have only limited basketball 
supplies and this can be used as a stepping-stone into the market. Sportsmate will 
manufacture the uniforms for the event at a slight discount. In exchange for their names on 
uniforms as well as posters, and banners in the event hall, Sportsmate will provide the 
funding to have the flyers, tickets and uniforms designed, and the tickets and fliers printed. 
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Sportsmate provides the uniforms for both CBS sport (Copenhagen Business School) and 
Falcon basketball. Having dealt with them before we are sure of a reliable, high quality 
product at a reasonable price.  
We hope that in the future Sportsmate will be a partner of this event and that further 
merchandising opportunities will be made available. Similar to concession sale items, we 
were unable to have a stand selling player jerseys to those attending the event.  
1.10.2 Ascend	  physiotherapy	  
Ascend Physiotherapy Is a physiotherapy studio in Copenhagen. Ascend physiotherapy will 
provide 3000Kr of the 5750Kr necessary to manufacture the uniforms for the event, the 
owner of the studio will also attend the match to provide therapy and act as a first responder 
in case of injuries. In exchange they will have their name on fliers, tickets and jerseys, as well 
as in the game program. Having spoken with Jesper Aggergaard he is excited for the 
opportunity to promote his business in the team sports world.  
1.10.3 Copenhagen	  Commune	  
“In Denmark a law called ‘The Act on Youth and Adult Education’ has the purpose of 
ensuring municipal aid to leisure time education and activities such as local sports. It is 
executed in the form of grants to sports activities and rent of indoor and outdoor facilities”37. 
We have requested a grant to rent our Nørrebro facility. They will also have their name on 
banners and jerseys. As we view this event as a community event creating a strong 
relationship with the local commune is beneficial for both parties. We feel this unique event 
with a focus on youth is a perfect candidate for governmental sponsorship. Basketball is a 
positive influence for many youths, especially those from lower income areas throughout the 
world. It would be an ideal way for the commune to connect in a positive way with youth and 
especially inner city youth.  
1.10.4 Café	  Taxa	  
Café Taxa is a local café that has been open for less than two years. The owners have 
expressed interest in our event and have agreed to send water bottles with their company logo 
for the players, in exchange their company name will be included in the game program. This 
would have been a very small expense for us to cover, however, getting local cafes involved 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
37 Mortensen A.  Produced by the National Olympic Committee and Sports Confederation of Denmark.  2013. (online). 
Available.http://webcache.googleusercontent.com/search?q=cache:zUTLa3Tydt8J:denmark.dk/en/lifestyle/sport/+&cd=2&hl=en&ct=clnk
&client=safari  
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helps make promotion easier for us as we are allowed to hand out fliers in their café, and also 
creates inroads for our event for future years, creating opportunities for them to become a 
larger sponsor.  
1.10.5 Sponsor	  conclusion	  
Our sponsorship proposal is ambitious but realistic, the growth of corporate and public 
sponsorship of sporting events, is well documented and prominent in Denmark. We believe 
we have created an event that takes advantage of this. Our choice of sponsors can be also be 
understood as relative to our relationships with CBS sports and Falcon Basketball. We have 
chosen sponsors who, for the most part have worked with us before. Their willingness to 
participate for a relatively small financial contribution is a mutually beneficial partnership. 
Because our event is reliant on our sponsors we have taken the time to create a proposal that 
can be used to help explain and convince our sponsors.  
1.11 PIECE	  
1.11.1 Understanding	  the	  consumer38	  
This review allows us to determine what the customers likely thought process will be and if 
they will choose our event over other options, and the likelihood they will enjoy our event. 
Although this is done before the event has truly started we can try to objectively imagine a 
customers thought process about our event. This can help us determine if we are approaching 
the consumer and our event in the correct way.  
1.11.2 Problem	  recognition	  
Our unique event coincides with the growing popularity of the sport among youth, this 
creates a great opportunity to promote the sport of basketball in Denmark, and allows 
interested firms to take advantage of this young sport interested market segment.  
1.11.3 Information	  search	  
Those interested in our event can find relevant information through our fliers located at local 
sport clubs and halls, cafes, street ball courts and throughout the local neighborhood, in local 
newspapers.  
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
38 Bowdin G, Mcdonnell I, Allen J, O’toole W. Event Management. Elsevier butterworth-Heinemann. 2003. P. 120. 
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1.11.4 Evaluation	  of	  alternatives	  
The summer is the perfect time for this event as many of the more talented young basketball 
players play for teams outside of Denmark, and return in the summer. This means we will be 
able to showcase the most amount of talent possible. Also our major competitors, first 
division football, and league handball and basketball are not running during the summer. 
There are of course many non-sport alternatives, in the entertainment categories, however our 
relatively low price point, and differentiation from these alternatives allows us to market 
ourselves as a convenient, unique and cheap experience.  
1.11.5 Choice	  of	  purchase	  
The majority of expectations for our event will likely be derived from experiences with other 
sports events, namely team ball sports, like basketball football and handball. Our event will 
cater to basketball fans hoping to get an in depth and entertaining look into the most talented 
youth basketball players in Denmark.  The price of our event alongside the style of game that 
will be played makes our event unique, yet relatively low in cost. We believe that we can 
exceed consumer expectations through an interesting game, relevant sponsors, and on court 
entertainment. 
1.11.6 Evaluation	  post	  purchase	  
We believe that consumers will remember their overall experience. They will likely realize 
that our event was not entirely similar to a regular season match and evaluate it differently. 
We hope to create a unique event that will create demand for future events.  
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2 Project	  management	  
 
2.1 Project	  Scope	  	  
In managing our project we have decided to follow certain points from the project scope 
checklist presented by Larson and Gray39. It contains: 
1. Project objective 
2. Deliverables 
3. Milestones 
4. Technical requirements 
5.   Limits and exclusions 
2.1.1 Project	  objective	  
The objective of our event is to organize and deliver an entertaining basketball game that will 
display the best young talent Denmark has to offer.  
 
The main thought behind this event, is that Denmark has a lot of young and talented 
basketball players, that all play basketball at the collegiate level in America, or professionally 
in Europe. The Danish basketball fans, does not get a lot of opportunities to see these players 
play first hand, especially because a lot of them can not play for the Danish national team 
during the summer, because they have to attend summer school or practice with their 
collegiate teams or clubs in Europe. Our event will display the talent and skills of these 
players, while also bringing in the best young talents from the Danish leagues. These players 
that might not have a big role on their respective teams yet because they are too young, and 
there are more experienced players in front of them in the rotation. It will give the family and 
friends of these players an opportunity to see their children/friends play, something they can 
not do very often with the majority of these players playing outside of Denmark. At the same 
time it will be an entertaining game for fans of basketball in general. We also hope that the 
elite talent of these young players will attract scouts and coaches.  
The event will take place in Nørrebrohallen on Saturday the 13th of July 2014.  
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  Larson,	  E.,	  Gray,	  C.F.,	  Project	  Management:	  The	  managerial	  process.	  5th	  Ed,	  McGraw	  Hill,	  2010,	  P102.	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2.1.2 Deliverables	  	  
We have the following main deliverables. Each one of them contains sub-deliverables. These 
can be seen in the Work Breakdown Structure.  
- Location 
- Game participants 
- Customers 
- Sales 
- Game apparel 
- Event program 
- Economics 
 
2.1.3 Milestones	  
Milestone Date 
Start of project 
 
13-05-2014 
Sponsors/commune money received  
 
26-05-2014 
Location booked and paid for 
 
05-06-2014 
Players confirmed to play 12-06-2014 
Promotion starts 
 
13-06-2014 
Event 
 
13-07-2014 
Accounting 14-07-2014 
2.1.4 Technical	  requirements	  
We do not have any technical requirements, as Nørrebrohallen provides us with the score 
table for the game, the sound system and the microphone for the announcer.  
 
2.1.5 Limits	  and	  exclusions	  
We do not have many limits or exclusions. One thing is that the seating capacity at 
Nørrebrohallen is 800 people. Although we do not expect to gather a bigger crowd than that, 
it would be an exclusion if we have a bigger demand than expected.  
	   33	  
A limit is that we will not be allowed to sell food and drinks at the game, as Café Le Rouge 
owns all rights to sell food and drinks at event in Nørrebrohallen and would not agree to do a 
deal with us. Selling food, snacks and drinks is typically a good way to increase profits as all 
unsold drinks and chocolate bars for instance can be returned to the original supplier and the 
money invested will be paid back. This means that having unsold inventory in the form of 
snacks/drinks after the event will not lead to a loss as the money will be returned. We still 
decided to use Nørrebrohallen though, because of its prime location and cheap price. The 
profit we would make from selling food and drinks would likely be the same as the extra pay 
for renting another venue for our event, and that venue would not have a location as good as 
Nørrebrohallen’s.  After finding our place, we just need to book it and pay for it 
 
2.2 Responsibility	  Matrix	  
We have divided the responsibility of our main deliverables. The R stands for Responsible 
and means that this person is the main one in charge. The S stands for Supervise, which 
means that this persons looks over this area when he has time, and makes sure the 
Responsible person has not missed anything. 
Task David Jens 
Location S R 
Game Participants S R 
Customers R S 
Game Apparel R S 
Event program R S 
Economics S R 	  
2.3 Work	  Breakdown	  Structure	  
The following pages shows our Work Breakdown Structure (WBS), meaning all of our 
deliverables, split into sub-deliverables and all the way down to Work Packages (WPs) which 
are the lowest level of division and can be done by one person.
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2.4 Estimation	  of	  time	  and	  cost	  
In the following section we have organized all of our work packages (WPs) from the Work 
Breakdown Structure in figures for each sub-deliverable. We will describe our estimations of 
cost and time for each WPs after the figure. 
We have to find a place, book it and pay for it. We estimate that it will take approximately 
three hours to find it. It could be done in less time, but it is highly important to find a place 
that fits with our event. We ended selecting Nørrebrohallen. First of all it was very cheap to 
rent it (only 350kr an hour, even for an event like ours). It seats 800 people40, which we 
believe is the most people we could gather. At the same time it is located in the heart of 
Nørrebro, and it is easy to get to with public transportation. Booking Nørrebrohallen should 
take about two and paying for it should take around one hour. We rent the gym for 11 hours, 
two hours for practice a few days before the event, and nine hours on the event day. This 
comes out to a total of 3850kr for renting our place. 
  Location 1.1   
Set up 1.1.2     
 Description Work Package Time Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Set up chairs + 
score table 
1.1.2.1 1  
 Take down chairs 
+ score table 
1.1.2.2 1  
 Set up banners 1.1.2.3 1  
 Take down 
banners 
1.1.2.4 1  
We need to set up the place on the day of the event. We have to put up chairs, benches and 
the score table. Luckily most of the seats in Nørrebrohallen are in bleachers which are 
already set up for us, so we will not need to set up many chairs. All in all we estimate that it 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
40 Nørrebrohallen (Online) 
Available: http://kulturogfritid.kk.dk/nørrebrohallen	  
  Location 1.1   
Place 1.1.1     
 Description Work Package Time Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Find a place 1.1.1.1 3  
 Book the place 1.1.1.2 2  
 Pay for the place 1.1.1.3 1 11 x 350 = 3850 
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will take four people one hour to set up the whole thing and one hour to take it down after the 
game. We also need to set up banners from our sponsors. The sponsors provide us with them 
on the day of the event, so we only have to set them up before the game, and take them down 
afterwards. Each activity should take one hour with four people doing it. So we need to hire 
two additional workers to help us out (see Workers 1.2.2 table). 
 
  Game Participants 1.2   
Players 1.2.1     
 Description Work Package Time Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Find players 1.2.1.1 3  
 Contact players 1.2.1.2 2  
 Confirm players 1.2.1.3 3  
Getting the best players possible for our event will be very important. Their talent sells the 
tickets so finding elite talent is crucial. As we are both very involved with Danish Basketball, 
we don’t need to do much research, but just pick out which 20 players we want to participate, 
and have some back ups as well, if some of the 20 players we select will not be available to 
participate. Deciding on the players should take three hours, writing an e-mail and sending it 
to them should take two. The e-mail will contain all information, and also explain to the 
players why it will be great for them to participate. They can improve their image and also 
get to practice and play with and against the best talent in Denmark, giving them valuable 
off-season training, something Denmark lacks compared to the USA for example. We also 
have a great advantage in that we know almost all of the players personally, so it will make it 
easier for us to convince them, than it would be for other possible actors in this market. 
Confirm with the players should take three hours since there will be a lot of e-mails going 
back and forth.  
  Game Participants 1.2   
Workers 
1.2.2 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Find three 
workers (one 
graphic design 
1.2.2.1 1  
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student) 
 Contact workers 1.2.2.2 1  
 Confirm workers 1.2.2.3 1  
 Find dance crew 1.2.2.4 2  
 Contact dance 
crew 
1.2.2.5 1  
 Confirm dance 
crew 
1.2.2.6 1  
 Find speaker 1.2.2.7 1  
 Contact speaker 1.2.2.8 1  
 Confirm speaker 1.2.2.9 1  
 Find 
physiotherapist 
1.2.2.10 1  
 Contact 
physiotherapist 
1.2.2.11 1  
 Confirm 
physiotherapist 
1.2.2.12 1  
 Find score table 
workers 
1.2.2.13 2  
 Contact score 
table workers 
1.2.2.14 1  
 Confirm score 
table workers 
1.2.2.15 2  
Besides players we need to find, contact and confirm workers for the game. We need two 
workers to help us with setting up and taking down, and sell tickets at the door, a dance crew 
to do a halftime show to entertain our audience, a speaker to announce the game, a 
physiotherapist and four people working the score table. 
The score table crew will consist of youth players from Falcon Basketball who have agreed to 
help us out for free. In return they will be allowed to watch the two teams practice before the 
game and talk to and interact with the players. We estimate that it will take one hour to find 
them, one hour to contact them and one hour to confirm with them. Our three workers will be 
three friends of ours. We will pay two of them 100kr an hour, and the graphic design student 
will get 150. However his pay will be covered by Sportsmate as mentioned earlier. We chose 
friends because we knew they would be reliable and we could inform them about the job 
before the day of the event so they are better prepared. We expect that they will be motivated 
to work hard since they know that the event means a lot to us. We estimate that it will take 
one hour to find them, one hour to contact them, and one hour to confirm with them. 
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We will need to have a physiotherapist present at the game. If a player is severely injured 
during the game, it is important that the player is attended to immediately. Many of the 
players are hoping to end up as professionals and some are on scholarships at their respective 
colleges in America. Therefore it would be devastating for our event if a player got hurt and 
his future career was endangered because we did not have a physiotherapist present at the 
game. It would hurt our future chances of getting players to play in our All Star game.  
We decided to go with Ascend Physio, since we know them through CBS basketball, and 
they showed interest in participating and sponsoring our event to promote themselves as a 
sports related clinic. Ascend Physio will send Jesper Aggergaard who will help us out for free 
as part of our sponsor deal with them. 
We will also need a speaker/DJ to announce the game to the crowd, and we will have a dance 
crew present to perform at halftime show to keep our fans entertained. The speaker will be 
same guy that speaks at Falcon Basketball games. He has volunteered because he liked the 
idea and also works for free for Falcon because he likes basketball and also wants to be a part 
of promoting it. The dance crew will be a junior team (U14) from the Rockets dance crew. 
They agreed to do it for free since it will be good for their young dance teams to perform in 
front of a crowd. Finding, contacting and confirming with the speaker and dance crew should 
take one hour each, except for finding the dance crew which we estimate will take two hours 
since we are not familiar with any dance crews in Copenhagen.  
  Game Participants 1.3   
Coaches and 
Referees 1.2.3 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost 
Estimate 
(DKKR) 
 Find coaches 
and referees 
1.2.3.1 2  
 Contact 
coaches and 
referees 
1.2.3.2 2  
 Confirm 
coaches and 
referees 
1.2.3.3 2  
It will not be hard to find coaches who will want to volunteer and work for free with these 
young talents, and add this to their resume. Even though we could possibly find referees who 
would work the game for free, we decided to spend a bit of cash on getting two referees that 
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are considered elite. We will have to pay them each 300kr. We assume it will take two hours 
to find coaches + refs, two hours to contact them and two hours to confirm with them. We 
will find the coaches and referees through our basketball network within Denmark, so we will 
send a Facebook message and an e-mail to all Coaches and referees in Copenhagen and ask 
who would like to work the game. 
  Customers 1.3   
Market analysis 
1.3.1 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Select industry 1.3.1.1 1  
 Analyze 
competitors 
1.3.1.2 1  
 Find market 
segments 
1.3.1.3 2  
 SWOT analysis 1.3.1.4 2  
 Analyze 4 Ps 1.3.1.5 2  
We will be conducting a market analysis prior to anything else. We will need to select our 
industry and analyze our competitors. This should take one hour each. We will then need to 
find our market segments, and perform a SWOT analysis and analyze the 4Ps. We estimate 
that each of these activities will take two hours to complete. 
  Customers 1.3   
Tickets 1.3.2     
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Set up 1.3.2.1 4  
 Check amount 
sold 
1.3.2.2 2  
We will setup tickets online so people can purchase their tickets as soon as they hear about 
the event. We estimate it will take four hours to find the right site and get familiar with it. We 
are going to use billetto.dk, which is an easy to use site where you can create an event and 
sell tickets for it, all for free. Without an online selling point of tickets, we think a lot of 
people will forget about the event. But if you have already purchased a ticket ahead of time 
you are not very likely to forget about the event. The day before the event we will check up 
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how many tickets have been sold online. If we have not sold out we will bring a stamp with a 
unique logo to the game and sell the rest of the tickets that way. Our workers will register 
how many people they let in so we will not go over capacity. Checking up and getting a 
stamp should take two hours.  
 
  Customers 1.3   
Game Program 
1.3.3.1 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Design game 
program 
1.3.3.1.1 2  
 Order game 
program 
1.3.3.1.2 1.5 687 (also includes 
flyers) 
We will need a game program for the event. This will feature information about the players 
and also have the logos of our sponsors in it. We will hire a graphic design student to it for 
us. He will also design our uniforms (WP 1.4.1.1) and flyers (WP 1.3.3.2.1). It will all be 
relatively simple so we do not need a full time professional who will request a higher pay per 
hour than a student to do them. We already know a graphic design student, so we will not 
need to spend time on finding one. He estimates that it will take him three hours to design 
flyers, three hours to design the game program, and two hours to design the jerseys. We will 
order the game programs and flyers (WP 1.3.3.2.2) from www.onlineprinters.dk. They will 
send us 5000 flyers and 1000 game programs for 687 kr. Ordering will take three hours in 
total, 1.5 for the game programs, and 1.5 for the tickets. 
  Customers 1.3   
Physical 
Promotion 
(Flyers) 1.3.3.1 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Design flyers 1.3.3.2.1. 3  
 Order flyers 1.3.3.2.2 1.5 687 (also includes 
game programs) 
 Distribute flyers 1.3.3.2.3 3  
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As mentioned, our graphic design student estimated that it will take three hours to design the 
flyers. We estimated that it will take 1.5 hours to order them from onlineprinters.com, and we 
further estimate that we will spend three hours on distributing them to Café’s sports halls and 
streetball courts in Copenhagen.  
  Customers 1.3   
E-Mail 
promotion 
1.3.3.3 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Find E-mail list 1.3.3.3.1 2  
 Send E-mail 1.3.3.3.2 1  
The first part of our online promotion will be sending out a promotional e-mail. We will aim 
to find e-mail lists from Falcon Basketball, CBS Basketball and the Danish basketball 
federation. We play for Falcon and CBS respectively, and have important roles in those 
clubs, so obtaining these lists should not be hard. The Danish basketball federation should 
also agree to send out a promotion e-mail, since this event is trying to promote Danish 
basketball. We expect it to take two hours to find these list, and then one additional hour to 
write and send the e-mail.  
 
 
  Customers 1.3   
Online 
promotion 
1.3.3.4 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Create Facebook 
event 
1.3.3.4.1 2  
 Contact 3 
basketball sites 
1.3.3.4.2 2  
 Confirm with 3 
basketball sites 
1.3.3.4.3 2  
 Promotion done 1.3.3.4.4 1  
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The second part of our online promotion will be done through social media and basketball 
websites. We will create a Facebook event and invite all of our friends, and anyone we know 
from Basketball. We will update the event from the time we create it all the way up to the day 
of the event. We estimate that it will take two hours to create and update the event. We will 
also contact three of Denmark’s biggest basketball sites, fullcourt.dk, basketnation.dk and 
basket.dk and ask them to promote the event on their website and Facebook pages. We expect 
it to take two hours to contact them, and two hours to confirm with them. We will offer to put 
their logos in the game program as compensation for promoting our event. Using social 
media and the Internet to promote our event is a great option since it is free for us and allows 
people to tell their friends about our event. Also most of our market segment can be reached 
through the Internet and social media. Lastly we will be done with the promotion. This 
contains final updates about the game and should take one hour to do.  
  Game Apparel 1.4   
Uniforms 1.4.1     
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Design uniforms 1.4.1.1 2  
 Find supplier 1.4.1.2 2  
 Order and pay 1.4.1.3 2 5750 
 
 
As mentioned our graphic design student will design our jerseys and he estimates that it will 
take two hours for him to do. We will then find a supplier, and we estimate that this will take 
two hours. We will use Sportsmate as they are one of our sponsors. It will cost 5500kr for 20 
sets of jerseys and shorts with printed names and numbers + printed sponsors logos. 
Additionally it will cost 250kr to get them shipped.  
 
  Game Apparel 1.4   
Water bottles 
1.4.2 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Pick up and bring 1.4.3.1 1  
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Café Taxa will provide us with water bottles for the players. They are located close to 
Nørrebrohallen and have their own water bottles with their logos on. They have agreed to 
give us free water as it will be a good way to promote their café at a big event close by their 
café. We just need to pick them up on the day of the practice. This is estimated to take one 
hour.  
  Game Apparel 1.4   
Balls 1.4.3     
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Pick up and bring 1.4.3.1 1  
We will need six basketballs for the practice and the game. Falcon Basketball has agreed to 
lend us the balls, so all we need to do is pick them up at Falcon’s gym, Bülowsvejshallen, 
which is close to Nørrebrohallen. We estimate that it will take one hour to do. We will pick 
up the balls first, and then the water bottles as Café Taxa is located between 
Bülowsvejshallen and Nørrebrohallen. 
  Event Program 1.5   
Practice 1.5.1     
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Book gym 1.5.1.1 -  
 Check up gym + 
players 
1.5.1.2 2  
 
Since we already booked the gym (WP 1.1.1.2) we will not need to spend time on doing this 
again. We will need to be present at the practice and check that all players show up, and that 
the gym is booked. The practice will take two hours. 
  Event Program 1.5   
Event 1.5.2     
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Set up gym + check 
equipment and 
participants 
1.5.2.1 2  
 1st half 1.5.2.2 1  
 Send in Dance crew 1.5.2.3 0.5  
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 2nd half 1.5.2.4 1  
 Clean up 1.5.2.5 2  
On the day of the event, we will need to set up banners, chairs etc. as mentioned earlier and 
make sure all game participants and workers arrive. We also need to check that the score 
table, music system and microphone (provided by Nørrebrohallen) is working. We estimate 
that this will take two hours. The 1st and 2nd half will take an hour each, but this is not actual 
work time for us, since we will just be spectating and making sure nothing is wrong. In the 
halftime we need to instruct the dance crew on when to enter. This will not take more than 
half an hour. Finally we need to clean up, and with assistance from our two workers this 
should take two hours. This means that we actually only use the gym for six hours, even 
though we have booked it for nine. We did however agree on renting it for a few extra hours 
as we can not afford to have any delays on the event day, so it is better to have a few hours 
more than to not enough. And with the cheap price we are getting the gym at, this was an 
easy decision.  
  Economics 1.6   
Budgeting 
1.6.1 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Make estimates 1.6.1.1 3  
 Make budget 1.6.1.2 2  
We will need to first make estimates and then make a budget. Estimating all of our inflows 
and outflows will take research, and we believe this will take three hours. Once we have 
made our estimates we can create a budget, which we estimate will take two hours.  
  Economics 1.6   
Financing 
1.6.2 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Withdraw savings 1.6.2.1 3 5000 
 Contact Commune 1.6.2.2 1  
 Confirm with 
Commune 
1.6.2.3 1  
 Find Sponsors 1.6.2.4 1  
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 Contact Sponsors 1.6.2.5 1  
 Confirm with sponsors 
crew 
1.6.2.6 1  
In order to finance our event, we will find and contact our sponsors and the commune. Our 
sponsors, Sportsmate and Ascend Physio will provide us with money to cover almost all of 
our promotion expenses and the cost of the uniforms. Ascend Physio will cover 3000kr of the 
5750kr the uniforms cost and Sportsmate will cover the 1887 it will cost to design and print 
flyers and the game programs. In exchange they will both be allowed to hang banners at the 
game, and they will have their logos printed on the player’s uniforms and have their logo in 
the game program. We estimate that it will take three hours to find, contact and confirm with 
our sponsors (one hour for each). 
Furthermore the Commune will grant us with 3850kr (the cost of renting Nørrebrohallen) as 
they give out grants to events like ours that can promote a healthy lifestyle and cultural 
activity within the commune. We estimate that it will take two hours to contact the commune 
and one hour to confirm with them. We will also withdraw 5000kr from our personal savings 
to cover invest in the project. After looking over our estimations we saw that we would need 
some capital and instead of taking a loan, we decided to use personal savings, to avoid paying 
interest on a loan. We estimate that it will take us three hours to figure out how much money 
we need, and to withdraw it.  
 
  Economics 1.6   
Final 
Accounting 
1.6.3 
    
 Description Work Package Time 
Estimate 
(Hours) 
Cost Estimate 
(DKKR) 
 Pay salaries 1.6.3.1 2 1400 
 Collect sales revenue 1.6.3.2 2  
 Accounting/Calculate 
profit/loss 
1.6.3.3 4  
For the final accounting we will need to pay out the salaries to the workers and the referees. 
This will take two hours, and the cost will be 1400kr in total, 600kr for the refs and 800kr for 
the workers. 
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After that we need to collect the sales revenue from the online ticket sales and the physical 
ticket sales. We estimate that this will take two hours in total. After that comes calculating 
our profit/loss and doing our accounting. This is estimated to take a total of four hours. 
2.5 Network	  diagram	  
The following pages show our network diagram. The diagram shows what activities are 
parallel and can be done at the same time. The critical path can also be seen (drawn with red 
arrows). It is were a delay of one activity could lead to a delay for the entire event. The 
critical path is found by looking at the slack of the activities. The slack is the amount of time 
an activity can be delayed without delaying the project. 
The network diagram also shows what activities immediately follows or precedes one 
another, and the earliest and latest possible start and finish times can be seen.
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2.5.1 Description	  of	  the	  network	  diagram	  
In the following section, we will describe how we created our network diagram, and how we 
organized our Work Packages in chronological order. We will also analyze our critical path.  
Our first move will be to be perform our Market analysis which will start with selecting our 
industry (ID: 1). We will then analyze our competitors (2) and find our market segment (3). 
These are parallel activities. When we have found these we can perform our SWOT analysis 
and analyze the four marketing Ps (4). These two WPs have been combined into on box in 
the network diagram since they overlap in certain aspects. When our market research is done, 
we can decide whether we want to enter this market. Since we did (in theory) we move on to 
budgeting our event (5). As mentioned we will first make estimates and then budget based on 
these estimates. As these WPs are also very similar we combined them into one box. 
Once our budget is in place we can move on to contacting possible sponsors and the 
commune (6). We again grouped these two WPs as they are very similar and will overlap. 
After we have reached out to possible sponsors and the commune, we need to confirm with 
them through e-mail or telephone (7). Once we have confirmed with them and know the 
amount of money we will receive from them, we can calculate how much of our own savings 
we need to invest as capital in the project (8). Once our financial position is set, we will start 
by finding a place for our event (9). This is crucial because if we cannot find a place, there 
would be no need to move on with the event. After we have found a place, we will book it 
(10) and after that starts a serious of parallel activities. We will need to find players (11), find 
coaches and referees (12), find a physiotherapist (13), find a dance crew (14), find people for 
the score table (15), find a speaker (16), and find two workers (17). After that we need to 
contact them all (18-24) and confirm with them all (25-31). After that we create a lot of 
different paths. The dance crew, score table people, the speaker and the two workers will not 
be needed again before the actual event day, so they are all immediately preceding activities 
to the event day. The coaches and the physiotherapist will be needed for the practice prior to 
the event day, so the practice is their successive event. 
After the players have been confirmed we can start with designing flyers (32), design the 
game program (33) set up online tickets (34) and designing the jerseys (35). The reason that 
these things cannot be done until the players are confirmed is that we will need to know 
exactly what players will be participating in our game. Their names will need to be on the 
jerseys, their faces and names on the flyers and in the game program, and on the ticket site. 
Once our flyers are designed we can create our Facebook event (36), Contact the three 
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basketball sites (37), Find the E-mail list (38) and order flyers/game program (39). These are 
all for promotional purposes, and many of them will have a PDF file of the flyer attached to 
it, therefore they can not start until the flyer has been designed. Ordering flyers/game 
program are two works packages that have been combined. Since they will be ordered from 
the same site they will overlap and has been combined in the network diagram. This activity 
cannot start until the tickets are set up and the game program has been designed as it makes 
no sense to promote without our targeted customers being able to purchase tickets, and 
because we can’t order the game program until we upload the design. After we have 
contacted the 3 basketball sites we can confirm with them (41) and after the E-mail list has 
been found, we can send our promotional E-mail (42). When we have ordered the 
flyers/game program we can start distributing them (43). Activity 41-43 then has one activity 
immediately following them, which is Promotion done (45). Check up gym, players + 
equipment (50) follows after Promotion done. The reason for this is that we will of course 
continue to promote all the way up to and on the day of the event. 
Designing the jerseys (35) only has one activity following it, which is finding a supplier for 
the uniforms (40). After we have found our supplier we can pay for our jerseys and receive 
them (44). Once this is done we are ready for the practice. Before the practice can start we 
need to pick up and bring the water bottles from Café Taxa (46) and pick up and bring balls 
from Bülowsvejshallen (47). Then we will need to check up on the practice (48) and make 
sure that all players are present and that everything is in order with the gym.  
After the practice day comes the day of the event. We will start by checking how many 
tickets have been sold online (49). Once we know that number we can figure our how many 
people we can let in on the day of the event. After that we check up on the gym, players, 
workers and equipment (50). Once everything is in order and set up, the 1st half starts (51). 
We are not doing anything during the 1st half, but we do need to check up on the dance crew 
just before halftime and then send them in (52). After that the 2nd half starts. Again we are 
only watching and not actually working in that time span. When the game is done we need to 
clean up (53) and collect sales revenue from the ticket stand (54). The day after the event we 
will pay our workers their salaries (55) and after that we will do our accounting and calculate 
our profit/loss (56). After this we are done with the event.  
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2.5.2 Critical	  Path	  analysis	  
Our critical path is marked with red arrows in our network diagram, it follows all activities 
with a slack of 0. This means that these activities cannot be delayed in order for the project to 
be delayed.  
The critical path at the beginning of our network diagram shows us that a delay of our market 
analysis will delay the entire project. The way we have organized our network diagram puts 
us in this position where we have prioritized our budget and other market analysis before we 
move on in earnest with other more complicated parts of the project. The budget is 
paramount to the beginning of our project to guide us in our negotiations with our sponsors.  
Any delay in dealing with our sponsors will delay us withdrawing our own personal savings. 
After finding and confirming a location, it is important that we move onto finding, contacting 
and confirming players. As players are an integral part of our event, and promotion any delay 
with players will cause delays with design and manufacturing of uniforms.  
The next part of our critical path leads to the practice, which will be delayed if our uniforms 
are not delivered on time. A delay in the practice will cause delays throughout our event day, 
which could ruin the event. Lastly any delay during event day would cause us to be unable to 
pay salaries and perform final accounting.  
 
2.6 Planned	  Value	  Diagram	  
Next we do a planned value diagram. This shows us what work occurs when in the project 
period and can also show what work task can be split into different time periods (weeks for 
us). Splitting certain activities can be necessary in order to complete activities that are on the 
critical path, in order to avoid delays for the project. 	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2.7 Risk	  
Below is our risk assessment form, risk severity matrix and risk management form. 
In the risk assessment form we have listed our risks and rated the likelihood of them 
happening and severity of impact it would create, as well as mitigation and contingency 
plans.  
The risk severity matrix takes the likelihood and impact ratings and charts them to allow for a 
quick overview of risks. 
The risk management form provides triggers for risk events, as well as responsible person to 
handle the risk.  
We have created mitigation and contingency plans for all risk events. These allow us to 
determine what actions we should take both before a risk has occurred as a pre-emptive step 
and what action we should take should the risk come to reality.  
In the risk management form we have also created a response to each risk event. Our risks are 
accepted, transferred or mitigated. We have transferred risk wherever applicable, mitigated 
all of our risks and accepted large risks that will potentially ruin our event with a low 
likelihood of happening.  
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2.7.1 Risk	  assessment	  form	  	  
Risk	   Likelihood	  
1-­‐5	  
Impact	  
1-­‐5	  
Mitigation	  and	  contingency	  plans	  
Uniforms	  not	  arriving	  on	  
time	  
3	   3	   Mitigation	  action:	  	  Order	  jerseys	  as	  early	  as	  possible	  	  Contingency	  plan:	  	  Use	  in	  stock	  mesh	  jerseys.	  	  	  
Volunteers	  cancelling	   4	   2	   Mitigation	  action:	  Confirm	  volunteers	  again	  a	  few	  days	  before	  the	  event.	  	  Contingency	  plan:	  We	  fill	  in,	  or	  replace	  volunteers	  with	  friends/family.	  	  
Workers	  cancelling	  
	  
	  
1	   3	   Mitigation	  action:	  Confirm	  workers	  again	  a	  few	  days	  before	  the	  event.	  	  Contingency	  plan:	  We	  fill	  in,	  or	  replace	  volunteers	  with	  friends/family.	  
Design/print	  problems	  	   2	   2	   Mitigation	  action:	  Order	  as	  early	  as	  possible.	  Contingency	  plan:	  Design	  and	  print	  ourselves.	  
E-­‐mail	  lists	  not	  available	   1	   3	   Mitigation	  action:	  Find	  as	  early	  as	  possible.	  Contingency	  plan:	  Use	  alternative	  E-­‐mail	  lists.	  
Not	  enough	  tickets	  sold	   2	   4	   Mitigation	  action:	  Start	  promotion	  early.	  Contingency	  plan:	  Lower	  ticket	  prices.	  	  
Players	  can’t	  participate	   1	   5	   Mitigation	  action:	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Contact	  early	  and	  contact	  excess	  players.	  Contingency	  plan:	  Cancel	  the	  event	  
Sponsors/Commune	  
drop	  out	  
3	   5	   Mitigation	  action:	  Contact	  excess	  sponsors	  and	  possibly	  offer	  lower	  sponsor	  prices.	  Contingency	  plan:	  Cancel	  the	  event	  	  	  
2.7.2 Risk	  severity	  matrix	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2.7.3 Risk	  management	  form	  	  
Risk	  event	   Response	   Mitigation	  and	  
Contingency	  plan	  
Trigger	   Responsible	  
Person	  
Uniforms	  
not	  arriving	  
on	  time	  
Transfer	   Mitigation	  action:	  	  Order	  jerseys	  as	  early	  as	  possible	  Contingency	  plan:	  	  Use	  in	  stock	  mesh	  jerseys.	  
Informed	  by	  Sportsmate	  that	  there	  is	  a	  delay.	  	   David	  
Volunteers	  
cancelling	  
Mitigate	   Mitigation	  action:	  Confirm	  volunteers	  again	  a	  few	  days	  before	  the	  event.	  Contingency	  plan:	  We	  fill	  in,	  or	  replace	  volunteers	  with	  friends/family.	  	  
Alerted	  by	  volunteers,	  or	  volunteers	  do	  not	  show	  up.	  
Jens	  
Workers	  
cancelling	  
	  
	  
Mitigate	   Mitigation	  action:	  Confirm	  workers	  again	  a	  few	  days	  before	  the	  event.	  Contingency	  plan:	  We	  fill	  in,	  or	  replace	  volunteers	  with	  friends/family.	  
Alerted	  by	  workers,	  or	  workers	  do	  not	  show	  up.	  
Jens	  
Design/prin
t	  problems	  	  
Transfer	   Mitigation	  action:	  Order	  as	  early	  as	  possible.	  Contingency	  plan:	  Design	  and	  print	  ourselves.	  
Alerted	  by	  onlineprinters.dk	  or	  graphic	  design	  student.	  
David	  
E-­‐mail	  lists	  
not	  
available	  
Transfer	   Mitigation	  action:	  Find	  as	  early	  as	  possible.	  Contingency	  plan:	  Use	  alternative	  E-­‐mail	  lists.	  
DBBF,	  Falcon	  or	  CBS	  informs	  us	  that	  the	  lists	  are	  not	  public.	  
David	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Not	  enough	  
tickets	  sold	  
Accept	   Mitigation	  action:	  Start	  promotion	  early.	  Contingency	  plan:	  Lower	  ticket	  prices.	  	  
Amount	  of	  tickets	  sold	   Jens	  
Players	  
can’t	  
participate	  
Accept	   Mitigation	  action:	  Contact	  early	  and	  contact	  excess	  players.	  Contingency	  plan:	  Cancel	  the	  event	  
Players	  inform	  us	  that	  they	  can	  not	  participate.	   David	  
Sponsors/C
ommune	  
drop	  out	  
Mitigate	   Mitigation	  action:	  Contact	  excess	  sponsors	  and	  possibly	  offer	  lower	  sponsor	  prices.	  Contingency	  plan:	  Cancel	  the	  event	  
Sponsors/Commune	  inform	  us	  that	  they	  will	  not	  grant	  us	  money.	  	  
Jens	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3 Management	  Accounting	  
We will use double entry bookkeeping to record all of our “transactions twice, reflecting the 
dual nature of economic transactions, and ensure that an arithmetical check is made on the 
accuracy of the records”41. 
A large part of our capital comes from our sponsors. Aside from our sponsors we will be 
putting in 5000Kr of personal capital. This set up allows us to avoid taking a bank loan and 
paying applicable interest. We receive capital from our sponsors for the following: 
Copenhagen Commune will give us 3850kr. This money comes as a grant from the Youth 
and Adult Education act, and is to be spent on the rental of Nørrebrohallen. We have rented 
the hall for 11 hours at 350kr per hour. Sportmate has provided us with the funding necessary 
to design and print our tickets and fliers. In exchange for this their company logo will be 
highly visible on all tickets fliers and uniforms. The cost of design and printing is 1887Kr. 
This covers the design and printing of fliers and tickets as well as the design, but not 
manufacturing of the uniforms. Ascend physiotherapy will provide us with 3000kr this is just 
over half of the money necessary to manufacture the uniforms. The other 2750kr will be 
covered by our personal capital. The uniforms will be manufactured by Sportsmate. Other 
costs include salaries for helpers to take tickets at the door, run the score table and help clean 
up after the event. We will hire two helpers for 4 hours at a rate of 100kr per hour. We will 
also hire two DBBF referees to officiate the game; this will cost 300Kkr per referee. Our 
event will create revenue through ticket sales, which tickets are 50kr each. The event hall we 
have rented holds a maximum of 800 seats. This means we can create 40000kr from ticket 
sales.  
In the following section we have created two cash flows statements. These show “The 
predicted movement of cash over a specified accounting period”42. In the first we assume that 
we will sell out our event, meaning we sell 800 tickets at 50kr/unit  (Total 40.000kr revenue 
from ticket sales). This is the best case scenario for our event economically. In the second 
cash flow statements we assume that we sell 500 tickets at 50kr/unit. This is likely the most 
realistic scenario, since a basketball game in Denmark has 500 attendees on average as 
mentioned earlier. The Danish All Star games for adult also average about the same. We will 
use the results from both cash flow statements later on for creating two statements of 
comprehensive income, and also calculating two different Net Present Values in the financial 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  41	   	  Collis	  J,	  Holt	  A,	  Hussey	  R.	  Business	  Accounting.	  Palgrave	  Macmillan	  2012.	  P.	  60.42	   	  Collis	  J,	  Holt	  A,	  Hussey	  R.	  Business	  Accounting.	  Palgrave	  Macmillan	  2012.	  P.	  41.
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section of the project.  
3.1 Cash flow statement 1 (800 tickets sold) 
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3.2 Cash flow statement 2 (500 tickets sold) 
 
3.3 Double entry bookkeeping 
Next we do double entry bookkeeping: 
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3.4 Trial Balance 
Upon completion of our double entry bookkeeping, we move on to doing a trial balance. A 
trial balance is used to ensure the double entry bookkeeping protocol was used successfully. 
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Putting debits and credits against one another to check that the totals are the same allows us 
to see if we have made any mistakes inputting figures in our account. If these totals do not 
equal each other we can be sure an error has occurred and we have to go back and check our 
figures. Once we are sure our books are balanced we can move onto the statement of 
comprehensive income.   
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3.5 Statement of comprehensive income 
3.5.1 Statement	  of	  comprehensive	  income	  for	  800	  tickets	  sold.	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Statement of comprehensive income gives us a quick overview of our net profit or loss for 
the period in question. For our event the period in question encompasses our entire event thus 
providing a complete view of our events financial health.  Our profit for the period if we sell 
800 tickets is 26685,00kr after deducting the 25% corporate tax rate43 depending on whether 
we sell 800 or 500 tickets. This is a healthy profit compared to the entertainment industry 
which calls for 85% gross profit margin44. We have a high gross profit percentage 100% but 
our revenue and possibly profit could be improved if we were able to sell food, drinks and 
merchandise. Even though this would lower our gross profit percentage (because our cost of 
sales would be higher) it would still have a positive effect on revenue and most likely our 
profit.  
Our operating profit percentage of 73% is well above the industry average of 40%45. This 
shows that our event efficiently can create profit from revenue. However, as this is a single 
day event, we have no variable costs, which in part creates our abnormally high operating 
profit percentages.   
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  43	  Paying	  taxes	  in	  Denmark,	  The	  World	  Bank,	  2013	  (Online)	  Available:	  http://www.doingbusiness.org/data/exploreeconomies/denmark/paying-­‐taxes	  44	  Industry	  statistics,	  2012	  (Online)	  Available:	  http://research.financial-­‐projections.com/IndustryStats-­‐GrossMargin	  45	  Margins	  by	  sector,	  2013	  (Online)	  Availablehttp://pages.stern.nyu.edu/~adamodar/New_Home_Page/datafile/margin.html	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And lastly our net profit of 55% is well above the industry average of 10%46. Again this is in 
part because of our lack of variable costs. However, these figures show the fiscal health of 
our event and can lead to possible future funding for our event.  
 
3.6 Statement of comprehensive income for 500 tickets sold 
	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  46	  Ibid	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This shows that our profit will still be healthy as we are making 15637,50kr after taxes. Our 
Gross profit percentage is still 100% but the Operating profit percentage falls to 61% which 
is still the above the industry average. 
 
3.7 Break even point 
We will now calculate our breakeven point, which is the amount of tickets we need to sell, to 
break even.  
Our total fixed cost are as follows: 
Rent Nørrebrohallen 3850,00kr 
Salaries 1400,00kr 
Promotion 1887,00kr 
Uniforms 5750,00kr 
Total 12887,00kr 
 
However, since most of these cost are covered by our sponsorships, our actual fixed costs are 
only the 1400kr from salaries and 2750 from paying for the uniforms (Ascend Physio paid 
3000kr for uniforms). That means our Total Fixed Costs are actually 4150kr (Salaries + 
Jerseys). 
Since we have no variable costs, our contribution is the selling price of the tickets, which is 
50kr. We then calculate our break even point by using the following formula: 
 𝐵𝐸𝑃 =    !"#$%  !"#$#!"#$%&'($&"#  !"#  !"#$   
 
 𝐵𝐸𝑃 = 4150𝑘𝑟50𝑘𝑟/𝑢𝑛𝑖𝑡 = 83  𝑢𝑛𝑖𝑡𝑠 
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This means that we have to sell 83 tickets in order to cover our costs, and for each additional 
ticket sold we will start making a profit.
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4 Finance 
Next we have a simplified figure of the cash flows coming in and out for our event as showed 
in chapter 3.1. This is for 800 tickets sold. The only difference if we sold 500 tickets would 
be that the inflows that are 40000kr in this figure would be 25000kr, and the final inflow for 
the period would then be 17850kr. These cash flows will help us to calculate our Net Present 
Value in the next section, as well as provide a quick overview of our cash flows throughout 
our event period. For further details on every cash and inflow see chapter 3.1. 
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4.1 Net Present Value 
We wish to calculate the Net Present Value (NPV) for our project. In order to calculate this 
we will first need to figure out our expected return on equity. We will use the capital-asset 
pricing model to figure this out. We assume that the market risk free rate in Denmark is 0% 
per year. Furthermore we assume that there is some level of risk associated with our event. 
We would like a return that takes this risk exposure into account. The total equity risk 
premium in Denmark is 5.8%47, so we would like a return on our personal investment that is 
greater than this. Our expected return on capital is: 
Re = Rf + Beta* (Rm – Rf) 
Where Rf is the risk free rate, Rm is the return on the market and Beta accounts for risk 
comparison between our project and the return on the market. We chose a Beta value of 2.5 
because this is a very high value that represents high risk. Even though we saw earlier in the 
Risk section that our project does not have a lot of risk involved with it, we wish to use a high 
Beta value as this will make our project seem like a high risk investment, even though it 
probably is not. It means that our Re will be higher than if we used a lower beta, which 
ultimately will make our NPV a bit smaller than it possibly could be. We want to make sure 
that this project is worth investing in, so we look at the worst case scenario in terms of Beta. 
 This means Re = 0%+2.5*(5.8%-0%) = 14.5%.  
We see that our expected return on capital is higher than the return on the Danish stock 
market, so the project is worth doing.  
Since our project is financed by private capital and by sponsors, our cost of capital is given 
by our own private investments, the private cost capital. We will now calculate our Net 
Present Value with the following equation: 
 𝑁𝑃𝑉 =    𝐶!1+ 𝑟 + 𝐶!1+ 𝑟 ! +⋯ 𝐶!1+ 𝑟 ! − 𝐶! 
 
Where: 𝐶! = Cash flows 
r = Discount rate 
t = Time   
C0 = Initial personal capital investment 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  47	  Damodaran,	  A.,	  Country	  default	  and	  spreads	  and	  risk	  premium,	  2013.	  (Online)	  Available:	  http://pages.stern.nyu.edu/~%20adamodar/New_Home_Page/datafile/ctryprem.html	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Cash flows for 800 tickets sold: 
C1 = 8000 
C2 = 32850 
 
Cash flows for 500 tickets sold: 
C1=8000 
C2= 17850 
Discount rate = 14.5% (as calculated above). 
 
Time: Two periods of one month (See figure). Since the interest rate is calculated on a yearly 
basis we divide each T with 12 to account for this. 
 
Initial personal capital investment: 5000 DKK. 
Our NPV can thus be calculated as: 
 
For 800 tickets sold 
 𝑁𝑃𝑉 = !"""!"!!!".!% !!" +    !"#$%!"!!!".!% !!"   − 5000𝑘𝑟 = 35027,20kr 
 
For 500 tickets sold: 
 𝑁𝑃𝑉 = !"""!"!!!".!% !!" +    !"#$%!"!!!".!% !!"   − 5000𝑘𝑟 = 20361,92kr 
 
 
 
This shows us that our NPV is 35.027,20kr or 20.361,92kr. As this is > 0 we accept the 
project, since it means that the discounted value of our future cash flows are larger than the 
initial investment. The NPV shows us that we will have a return of 35.027,20kr more on our 
project than we would on a low-risk investment on the Danish stock market.  
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5 Project	  conclusion	  
 
Our theoretical event exists in an industry with strong growth and emerging opportunities. 
We are able to come into contact with a variety of public and private sponsors who have a 
desire to come into contact with our target market. Despite basketball not being a major sport 
in Denmark, there is evidence that it is growing in popularity. By taking advantage of its 
infancy as a sport we put ourselves in an admirable position to create inroads and connections 
with the people and organizations that will likely be part of its development.  
In the project management section 2.0 we were able to determine that this project is a realistic 
size for two people to handle. We have the resources and knowledge to be able to handle all 
aspects of the event. It is not an overly complicated event, but it can be seen as efficient and 
realistic with few major risks. As well, in the accounting and finance section we were able to 
determine our event is highly profitable. 
Our knowledge of the basketball industry in Denmark has allowed us to create a realistic and 
profitable event, in a fast growing industry that we have been involved with for years. Our 
goal for this event was to promote the rise and talent of Danish basketball while earning a 
profit, with the hope that this event could become an annual event. We believe that this report 
shows promise that this event could become a reality year after year, with the opportunities 
for larger revenue and profit gains.  
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